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About SCORE Miami Dade 
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Douglas S. Cavanaugh 

ÅSuccessful and experienced 

business owners and executives 

acting as volunteers 

ÅFree mentoring: 
ðOne-on-one 

ðE-mail 

ÅSeminars and workshops 

ÅBoard of Advisors 

ÅResources for small business: 

www.miamidade.score.org 

 

 

http://www.miamidade.score.org/


Planning Your Business Growth 

3 



Beyond Startup 
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Your business is up and 
running ñcongratulations 

 

Youõve achieved the first 
stage of business success 

 

Now, itõs time for the second 
stage: GROWTH or 
Continued GROWTH  



Where Are You in The Industry Life Cycle? 
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How Do You Define Growth? 
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Growth means different things  

to different business owners  
 

ÅIncreased revenue 

ÅMore employees 

ÅNew location 

ÅAdding products 

ÅIncreasing sales 

Growth should help you build the 

lifestyle you want 



Life Cycle Challenges 

Rapid growth: 
financing, staff, 
systems, time 

Maturity: 
complacency, 

growth, 
maintaining 
leadership 
position 

Decline: 
Reinvention, slow 

decline, rapid 
decline 
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Business Assessment 

History & Background  

Goals 

Management  

Sales  

Marketing  

Finance 

Operations  
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Go Back to the Beginning  
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Strategic Planning 

Strategic planning helps you figure out where you are, where you 

want to be, and how to get there.  

1. Create/Update Your Vision and Mission Statement 

2. Create/Update SWOT Analysis 

3. Use Vision statement, Mission statement, SWOT & Business 

Needs Assessment to chart a course for your business 

4. Set 4-6 goals to be reached within 3 years. For each goal, 

think of 2-3 action steps to accomplish this quarter. Revise 

each quarter.  
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Strategic Planning 

ÅVision Statement 

 

ÅMission Statement 

 

ÅSWOT Analysis: 
ïStrengths, Weaknesses, Opportunities, Threats 
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Vision Vs Mission 

ÅTo distinguish between  the two, a vision 

statement  expresses an organization's 

optimal goal and reason for existence, while a 

mission statement  provides an overview of 

the group's plans to realize that vision  by 

identifying the service areas, target audience, 

and values and goals of the organization. 
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Vision Statement 

Å Feeding America : A hunger-free America (4 words) 

Å Human Rights Campaign : Equality for everyone (3) 

Å National Multiple Sclerosis Society : A World Free of MS (5) 

ÅAlzheimerõs Association: Our vision is a world without Alzheimerõs (7) 

Å Habitat for Humanity : A world where everyone has a decent place to 

live. (10)  

Å Make-A-Wish : Our vision is that people everywhere will share the power 

of a wish (13) 

Å San Diego Zoo : To become a world leader at connecting people to 

wildlife and conservation. (12) 
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Vision Statement 

Å World Vision : For every child, life in all its fullness; Our prayer for every 

heart, the will to make it so (19) 

Å Teach for America : One day, all children in this nation will have the 

opportunity to attain an excellent education. (16) 

Å Goodwill : Every person has the opportunity to achieve his/her fullest 

potential and participate in and contribute to all aspects of life. (21) 

Å Smithsonian : Shaping the future by preserving our heritage, discovering 

new knowledge and sharing our resources with the world (17)  

Å Special Olympics : To transform communities by inspiring people 

throughout the world to open their minds, accept and include people with 

intellectual disabilities and thereby anyone who is perceived as different. 

(28) 
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Mission Statement 

Å Advance Auto Parts : It is the Mission of Advance Auto Parts to 

provide personal vehicle owners and enthusiasts with the vehicle 

related products and knowledge that fulfill their wants and needs at the 

right price. Our friendly, knowledgeable and professional staff will help 

inspire, educate and problem-solve for our customers. 

Å Target:  Our mission is to make Target the preferred shopping 

destination for our guests by delivering outstanding value, continuous 

innovation and an exceptional guest experience by consistently fulfilling 

our Expect More. Pay Less.® brand promise. 
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SWOT Analysis 
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SMART Goals 
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SMART Goals  

ÅSpecific  

ÅMeasurable  

ÅAttainable  

ÅRelevant  

ÅTimely  



SMART Goals 

Å Specific: I will sell handmade cards through Etsy.com. 

ÅMeasurable: I will be ready to take my first Etsy order within four 

weeks, and I will aim to sell a minimum of five cards per week. 

Å Attainable: I will get set up on Etsy first. Then, I will build an inventory 

of 30 handmade cards to sell. Finally, I will promote my business and 

build customer relationships through word of mouth, referrals and local 

networking.  

Å Relevant : Selling handmade cards will allow me to benefit financially 

from my favorite hobby. 

Å Timely: My Etsy store will be up and running within four weeks, and I 

will have an inventory of 30 cards to sell within six weeks. 
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Management Roles 

ÅRoles, leadership, and benefits of strategic management 

ÅFlexibility of strategic management 

ÅThe learning organization 

ÅScanning the business environment 

ÅMaking strategic decisions 

ÅBusiness management evolution 
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Sales & Marketing 

ÅAnalyze Your 2015 Sales and Revenue Trends 

ÅAnalyze Your 2015 Marketing Trends 

ÅDefine Your One-year Company Vision 

ÅSet Your Company Priorities and Goals for 2016 

ÅReview and Update Your Ideal Customer Profile 

ÅDocument Your Buyer's Journey 

ÅCheck Out Your Competitors 
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Strategic Planning Sales & Marketing 

ÅConfirm Your Differentiators 

ÅReview and Organize Your Marketing Collateral 

ÅReview Your Website and Online Marketing 

ÅReview and Document Your Sales Process 

Å Identify Gaps in Your Sales and Marketing 

ÅDocument Your Sales and Marketing Strategy 

ÅSet Your Budget and Get to Work 

ÅTrack Your Progress and Evolve Your Tactics 
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Financial Strategy 

ÅCash Flow Management:   

ÅCollections:  

ÅFamily & Friends:  

ÅCredit Line:  

ÅLoans:   

Å Investors:  

ÅFranchise: 

 

According to a study performed by Jessie Hagen of U.S. Bank, 82% of 

businesses fail due to poor management of cash flow.  
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http://sbinfocanada.about.com/od/startup/a/whybusinessesfail.htm


Operations 

ÅLocation:  Where you do business ñ physically and online 

ÅEquipment:  The tools you need to get the job done 

ÅLabor:  The human side of business operations 

ÅProcess: The way you get business done, including your systems 

for quality control and improvement 
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What Do You  

Need to Grow? 
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5 Components of Business Growth 
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MANAGING OPERATIONS 

FINANCIAL MANAGEMENT 

GROWING YOUR SALES 

MARKETING YOUR BUSINESS 

MANAGING YOUR TIME, PEOPLE AND RESOURCES 



Where Is Your Business Weak? 

You probably know a lot 

about at least one of the 5 

elements of business 

growth. But do you fully 

understand all of them?  

 

Not many business owners do 

ð and this can hold your 

business back from achieving its 

full potential.  
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Be Honest 

Think about which areas youõre strong and weak in.  

 

What is holding your business back?  

 

What would you like to learn more about? 
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Keep Learning 
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Managing Your Time, People & Resources 
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How to assess 
your HR needs 

Smart hiring 
practices 

Training 
employees 

Motivating 
employees 

Dealing with 
problem 

employees 

Using outside 
professionals 

Effective 
delegation/time 

management 



Marketing Your Business 
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Setting your 
marketing goals 

Marketing with 
social media 

Online 
marketing 

Public relations 
Effective 

advertising 
(online and off) 

Event 
marketing  

òCauseó 
marketing 

Creating raving 
fans 


